INTRODUCTION
Destination marketing organizations (DMOs) are organizations that have been established to promote specific destinations to potential travelers (Gartrell 1994) . The Web has revolutionized the way DMOs provide destination information and the manner in which they communicate and interact with consumers and practitioners (Wöber 2003) . Web-based destination marketing has become a reality for most DMOs and simultaneously constitutes a great opportunity and a great challenge for these organizations (Gretzel, Yuan, and Fesenmaier 2000) . As Web-based marketing strategies have become more widely adopted and pressure on DMOs to account for investments in their Web sites has increased, interest in the evaluation of Web sites has grown. However, whereas general advertising effectiveness measures have been developed and widely discussed in the literature, for example, by Kim, Hwang, and Fesenmaier (2005) , the development of Web site evaluation methods has been all resolve a major issue, and a small sample study will not even resolve a minor issue. Thus, the foundation of science is the culmination of knowledge from the results of many studies." Consequently, the aim of this article is not to annotate the past but rather to summarize the collective understanding of Web site success factors. The major benefit of this study is the digest of a large volume of key factors into one comprehensive model that can be tested and applied to Web site development and evaluation problems. This integration helps to identify not only commonalities but also gaps in existing approaches.
BACKGROUND
Successfully integrating information technology such as Web sites into the fabric of their organizations and their marketing strategies is critical for the survival of DMOs as promoters of destinations and brokers of information between tourism suppliers and consumers (Buhalis 2000; Gretzel et al. 2006; Wang and Fesenmaier 2006) . Effective Web-based marketing requires taking full advantage of Web sites as a communication medium (Brownlie et al. 1994; Cronin 1995) . Gretzel, Yuan, and Fesenmaier (2000) claim that the success factors for marketing on the Web include attracting users, engaging users' interest and participation, retaining users and ensuring they return, learning about user preferences, and relating back to users through customized interactions. Similarly, Wang and Fesenmaier (2006) suggest that the key ingredients to successful Web-based destination marketing include identifying, developing, and analyzing the factors that can influence or even shape customer needs, thus suggesting that Web site development and evaluation efforts should not only assess the technical quality of the medium but should also include aspects related to customer satisfaction. The following provides a brief overview of Web site evaluation studies as well as the literature on customer perceptions, satisfaction, and loyalty in an online context.
Web Site Evaluation
Web site evaluation promises strategic benefits such as customer retention, positive return on investment, and leadership within the competition (Cronin 2003) . Several evaluation studies have been conducted related to tourism Web sites (for example, Kasavana 2002; Morrison, Taylor, and Douglas 2004; Murphy et al. 1996; Scharl, Wöber, and Bauer 2004; Tierney 2000) , using a multitude of approaches that range from expert judgments to consumer surveys to automated evaluations by crawler technology. These studies have identified a myriad of possible factors. For instance, Schegg et al. (2002) analyzed Swiss hotel Web sites to find successful online marketing strategies and proposed more than 10 key factors for evaluating the effectiveness of hotel Web sites. Therefore, what the past research seems to have in common is a general agreement that assessing a Web site's effectiveness or performance requires multidimensional instead of unidimensional evaluation approaches and measures. However, the number, labels, and definitions for these dimensions differ across the various studies, making it difficult to compare findings and identify factors that have consistently been used to evaluate Web sites. This situation has led to a lot of replication and little progress in our understanding of key factors that should be included in Web site evaluation frameworks. Although the boundaries are blurry, Web site evaluation studies tend to rely more often on expert assessments or predetermined benchmarks and on the tangible aspects of a Web site rather than on consumer opinions. Studies that are based on the latter are more likely to appear under the categories of e-quality, e-satisfaction, or e-loyalty studies.
E-Quality, E-Satisfaction, and E-Loyalty
There is a growing body of research addressing the topic of defining, measuring, and managing e-quality, e-satisfaction, and e-loyalty. These studies focus on measuring key factors that address customers' needs, wants, and expectations toward a Web site. Maintaining a high quality is crucial for Web sites in order to increase customer satisfaction and encourage customers to return. The term service quality is widely used as a measure of a customer's judgment about an entity's overall excellence and superiority (Zeithaml and Bitner 2000) , whereas e-quality is defined as the customer's overall judgment of an e-entity's excellence (Santos 2003) . Santos (2003) stresses that e-quality offers a sustainable competitive advantage for the e-company by driving customers' purchase decisions and enhancing customer relationships.
Like e-quality, e-satisfaction has also been recognized as important in the marketing literature and diverse studies have been conducted to identify the drivers of e-satisfaction. Anderson and Srinivasan (2003, p. 125 ) defined e-satisfaction as "contentment of the customer with respect to his or her prior purchasing experience with a given electronic commerce firm." According to McKinney, Yoon, and Zahedi (2002) , Web site characteristics and service features are important drivers of customer satisfaction in an online context. Given the well-studied and extensively documented relationships of customer satisfaction with customer behavior and, ultimately, company profitability, measuring customer satisfaction based on the interaction with a Web site becomes an important issue (Bansal et al. 2004) . Some studies related to customer evaluations of Web sites have explicitly concentrated on customer retention. For instance, Reichheld and Schefter (2000) described loyalty as being all about quality customer support, on-time delivery, compelling product presentations, convenient and reasonably priced shipping and handling, and a clear and trustworthy privacy policy. The authors also claimed that loyalty through means of customer retention is critical to the success of any e-business because loyal customers significantly contribute to customer acquisition through positive word-of-mouth.
Identifying Success Factors for Destination Marketing Web Sites
In order to learn from the existing studies that have emerged from different theoretical backgrounds and have been informed by somewhat dissimilar goals, commonalities in the factors employed need to be identified and synthesized into a framework that can be used as the basis for Web site evaluation efforts in the context of destination marketing. Such a formally derived integration of existing research also provides a crucial foundation for future research in that it makes gaps in existing approaches apparent and calls for the development of specific measures for the various Web site evaluation dimensions. A qualitative meta-analysis approach was deemed as most appropriate for achieving this goal. Its process and outcomes are described in the subsequent sections of the article.
METHODOLOGY
Meta-analysis is a methodology employed to synthesize the outcomes of various studies related to the same topic or outcome measure (Hunter, Schmidt, and Jackson 1982) . It is typically conducted as a quantitative procedure geared toward the comparison of effect sizes across a variety of research studies. Given the diversity of approaches used in the context of Web site evaluation such statistical evaluation is not possible. However, an integration of research findings can also be achieved through qualitative means. Qualitative meta-analysis, also referred to as meta-synthesis, follows the same replicable procedures of a quantitative meta-analysis; however, it is interpretive rather than aggregative (Paterson et al. 2001) . As in the case of a quantitative meta-analysis, defining the domain of research and establishing criteria for including studies in the review is critical.
Data Collection
Computer databases (Ebsco, ProQuest, and Google scholar) were initially searched to identify relevant research in both tourism and nontourism fields. To identify research in nontourism fields, the top 10 e-commerce research journals as listed by Bharati and Tarasewich (2002) were searched. The next step in the data collection process involved a type of snowball sampling technique in that the references listed by the obtained studies were used to determine additional studies. The identified papers were then evaluated with respect to their suitability for inclusion in the study, for example, research that focused on Web site evaluation with respect to Intranets and job performance were excluded. This procedure resulted in a sample of 153 academic papers.
Description of Sample
The papers included in the sample were classified into tourism (53 papers) and nontourism papers (100) The papers were further categorized based on their title, keywords, and dependent variables (if applicable) into four subject areas: (1) web evaluation, (2) e-quality; (3) e-satisfaction; and, (4) e-loyalty. Figure 2 depicts the distribution of papers among these subjects for tourism as well as nontourism papers. The frequencies show that tourism papers appeared mostly under the label of Web evaluation, whereas nontourism papers fall most frequently into the equality category. Figure 2 also shows the limited number of e-satisfaction and e-loyalty studies in tourism.
Data Analysis
Several steps were followed in the process of synthesizing the Web site evaluation concepts presented in the various studies. First, the dimensions/factors used in the studies were extracted from the text of the papers. A detailed list of factors identified in the various studies is included in the appendix to this article. Second, the factors were presorted based on their title only. As a next step, the factor descriptions as provided in the papers were reviewed and concepts were resorted. For instance, accessibility was found to have different meanings in different studies. In some instances it referred to usability concerns such as ease of finding the Web site and downloading speed (Gupta, Jones, and Coleman 2004; Yoches and Erdem 2005) , whereas in other instances it referred to accessibility of service representatives (O'Connor 2004; Yang 2001) . If a concept contained subdimensions, the subdimensions rather than the overarching concept were sorted into the various categories. For instance, this was the case with the category Web System Quality, which included access, usability, entertainment, hyperlinks, navigation, and interactivity (McKinney, Yoon, and Zahedi 2002) . The sorting process is further illustrated in Figure 3 , which relates to specific factors used by Posselt and Gerstner (2005) . Look, for example, was described as overall look and design of the site. Based on its meaning it was assigned to the Visual Appearance category. If a factor could not be assigned to any of the existing concepts, a new category was created.
FINDINGS
The papers included in this study identified on average five Web evaluation factors (mean value ϭ 5.24). The paper by Madu and Madu (2002) listed the greatest number of dimensions (16) whereas Zhang and von Dran (2001) only measured 1 dimension. Thus, over 700 concepts were initially entered into the meta-analysis. The various steps of the sorting process resulted in a total of 38 factors, suggesting that there was considerable overlap if not in the wording than at least in the meaning of the factors identified by the studies in the sample. This list of factors was used to identify the most commonly used Web site success factors as well as to point out potential gaps in current Web site evaluation approaches.
Common Factors
Identified as common factors were those dimensions reported by more than 10% of the studies. A total of 13 of such key dimensions were found in the tourism papers and Table 1 presents the actual rankings of these common factors for tourism and nontourism related papers. The Information Quality factor was used in a majority of tourism studies (87%) and was also widely used in nontourism studies (83%). However, the factor that most often occurred in nontourism studies was Fulfillment, a dimension that did not appear at all in tourism studies. Ease of Use was also a commonly evaluated factor in both tourism and nontourism studies as was Security/Privacy. Interestingly, Visual Appearance was a much more common success measure in nontourism studies. Also, Customization was a factor that was commonly used in nontourism studies but not at all in tourism-related Web evaluation efforts.
These factors were then further condensed based on their logical relationships to increase the applicability of the evaluation framework to actual Web site performance measurement. For instance, Navigation was conceptualized as essentially a usability factor and was merged with Ease of Use. Most authors described navigation as successful movement through a Web site (Kaplanidou, Vogt, and Morris 2005; Yoches and Erdem 2005) . Similarly, Customer Service was merged with Responsiveness as both fundamentally addressed issues of getting in touch with the company and receiving a prompt response to questions or problems (Wolfinbarger and Gilly 2003) . Further, Brand/Reputation was combined with Trust as both concepts reflect a customer's evaluation of the credibility of the company and its offerings, including the Web site. This effort led to nine common factors that appear to form the basis of the majority of studies. These factors are: (1) Information Quality; (2) Ease of Use; (3) Security/Privacy; (4) Visual Appearance; (5) Personalization; (6) Responsiveness; (7) Interactivity; (8) Trust; and, (9) Fulfillment. The identified dimensions largely correspond with Rowley's (2006) findings of commonly used dimensions except for Visual Appearance and Trust. Table 2 provides an overview of the common factors with a short description for each.
This unified model of key success factors for DMO Web sites differs mostly from existing frameworks in tourism in that it includes a fulfillment related factor. Fulfillment refers to the delivery of products and services within a service level promise (Field, Heim, and Sinha 2004; Wolfinbarger and Gilly 2003; Zeithaml, Parasuraman, and Malhotra 2002) . Although DMOs have traditionally not engaged in the selling of products, almost all mail out brochures, many offer online booking capabilities, and some even provide virtual souvenir shops on their Web sites. Thus, measuring a DMO Web site's performance in terms of fulfillment becomes important. While having a return policy is only crucial for those DMOs that actually ship tangible products, other aspects such as order confirmation and delivery estimates apply to traditional DMO activities such as sending out promotional materials.
Additional Factors
User interactions with Web sites are quasi-social interactions for which general communication and persuasion principles hold true (Reeves and Nass 1996) . Consequently, destination marketing Web sites provide unique opportunities for persuasion through interactivity and the ability to create stimulating information environments. However, a recent study by found that destination Web sites in the United States largely neglect persuasion principles and are rather inconsistent in their communication efforts. The qualitative meta-analysis conducted for this study shows that existing Web site evaluation 50 AUGUST 2007 frameworks fail to fully integrate measures necessary to detect such shortcomings. This is partly due to misconceptions of the Web as a purely informational and functional medium that still largely prevail in the tourism field. Werthner and Klein (1999) point out that tourism marketing messages serve four distinct purposes: (1) information; (2) education; (3) advertising/persuasion; and (4) entertainment. Whereas the first purpose is reflected in the unified (Cyr and Trevor-Smith 2004; Sing et al. 2006) . Another factor that emerged from the meta-analysis is playfulness. Although still not widely recognized in Web evaluation frameworks, playfulness, fun, enjoyment, and flow have received increasing attention in the overall human-computer interaction literature (Blythe et al. 2003; Lin, Wu, and Tsai 2005) and pleasure has recently been identified as an important mediating variable between evaluation of Web site quality and satisfaction (De Wulf et al. 2006) . As DMOs start to invest in the entertainment aspects of their Web sites, they need to have measures in place to evaluate these efforts. Further, given the importance of word-of-mouth in tourism (Kotler, Bowen, and Makens 2006) , fostering and managing positive eWOM (electronic word-of-mouth) through a DMO Web site is a must. Social involvement emerged as a factor that signifies opportunities to share information and communicate experiences and opinions to others. Whereas the Interactivity factor stresses the destination Web site's effectiveness in engaging the user with Web site content through interactive features, social involvement emphasizes the sharing and peer communication dimension of Web site interactions. Also, marketing and incentives were factors that appeared in the included studies and hint at attempts to better measure the advertising/persuasion aspect of Web sites. Finally, emotional appeal was also suggested in the literature as a success measure to be included in Web evaluation efforts. Since destinations market tourism experiences with often highly emotional significance and travel information search involves hedonic components (Vogt and Fesenmaier 1998) , appealing to travelers' emotions besides just their functional information needs through Web site content and features appears to be an important factor to consider.
Factors Not Considered in Existing Research
One aspect of destination marketing involves inspiring people to visit places or attractions that they did not know or consider before engaging with promotional materials. Web sites have to help achieve this persuasion goal and their effectiveness needs to be evaluated in this respect. Gretzel (2005) defines inspiration as persuasive communication that influences individuals' consideration sets. Cross-references to nearby attractions or events, suggested itineraries, featured products, as well as recommendations are examples of inspirational Web site components that should be evaluated separate from other Web site elements.
Technology integration is another factor that should be considered for Web evaluation studies because it will increase in importance as new technologies such as car navigation systems, MP3 players, Web-enabled cell phones and other forms of mobile computing become widely adopted by the traveling public. A substantial role of destination Web sites will be the provision of content that can be downloaded to these various devices and used during the actual trip. Investments in Web site features that support technology integration will have to be measured and evaluated to inform DMOs of their performance with respect to disseminating information and marketing messages through a variety of channels.
Current Web site evaluation studies assume that consumers cognitively engage with various features of a Web site and Web site quality measures are largely geared toward evaluations after the Web site has been used for quite some time. Recent research suggests that first impressions of Web sites are typically formed within milliseconds Lindgaard et al. 2006) . Thus, it is important to develop evaluation measures that can capture and assess a destination Web site's ability to appeal to consumers within the blink of an eye and without cognitive elaboration (Gladwell 2005) .
CONCLUSION
Web evaluation has become a critical process in DMOs' performance measurement efforts. However, Web evaluation research over the past decade has led to diverse approaches and findings rather than a unified understanding of success factors that should be measured to gauge a Web site's performance. The common success factors and potential additional factors identified in this study provide an important basis for practical Web evaluation implementation and simultaneously serve as a useful input for future research. Since the concepts identified as success factors have not been uniformly operationalized in past research, the big challenge for the research community involves developing and testing measures that reflect the nine core dimensions as well as assessing the merit of including the proposed additional factors. Further, it is not yet clear which of these success factors are hygiene factors in that they only inhibit customer interactions when absent and which factors are the true catalysts for changes in consumer attitudes and behaviors Zhang and von Dran 2001; Zhang et al. 1999) . Further, many Web evaluation efforts currently restrict themselves to ratings of features and do not link evaluations to outcome measures. What these outcome measures are is an area of research that clearly needs attention.
As DMOs, technologies, and consumers change, the factors to be included in Web evaluation efforts might change. Thus, the success factors proposed in this study provide a snapshot of currently relevant dimensions and are to be seen as a starting point for future research rather than a fixed framework. Also, which factors to include and which outcome measures to use ultimately depends on the marketing goals a DMO establishes for its Web site. Many DMOs have yet to determine clear objectives for their Web sites as well as strategic development plans for their online marketing efforts. Web site evaluation is of little use if its results are not interpreted in the context of specific goals.
APPENDIX TABLE 1 SUMMARY OF KEY FACTORS USED IN TOURISM-RELATED WEB EVALUATION STUDIES

Tourism
Study
Key Factors Identified Morrison (1999) Technical, Marketing, Internal, Customer Weber and Roehl (1999) Security, Quality of information, Internet vendor's reliability, Getting orders/services in timely manner, Ease of contacting vendor, Ease of placing orders, Ease of handling returns/refunds, Customer service and after-sale support, Variety of choices, Ease of canceling orders, Ease of payment procedures, Lowest price, Satisfaction of being cutting edge Buhalis and Spada (2000) User-friendly and easy-to-understand system, Comprehensive destination information before, during, and after trip, On-line booking confirmation, Speed of transactions, Range of prices available, Late-availability information, Secure payment methods, Option to conduct virtual tours and view pictures of a destination, Book products form a variety of distribution channels, On-line booking through DMS, Availability of help function such as a toll-free telephone, Intuitive on-line help Friel, Sombert, and Crimes (2000) Transparency, Proactiveness, Service, Speed, Reliability, Care, Creativity Pröll and Retschitzegger (2000) Quality of access, Quality of content, Ability to customize Jung and Butler (2000) Successful Barnes, Liu, and Vidgen (2001) Information quality, Website navigation/appearance, User empathy Yoo and Donthu (2001) Ease of use, Aesthetic design, Processing speed, Security Yang (2001) Reliability, Responsiveness, Access, Ease of use, Attentiveness, Credibility, Security Jun and Cai (2001) Product Quality: Product variety Customer Service Quality: Reliability, Responsiveness, Competence, Courtesy, Credibility, Access, Communication, Understanding the customer, Collaboration, Continuous improvement Online Systems Quality: Contents, Accuracy, Ease of use, Timeliness, Aesthetics, Security Zhang and von Dran (2001) Information content (accurate, appropriate detail level of information) Yang and Jun (2002) Internet Purchaser: Reliability, Access, Ease of Use-Personalization, Security, Credibility Non-Purchaser: Security, Responsiveness, Ease of Use, Availability-Reliability, Personalization, Access Zeithaml, Parasuraman, and Malhotra (2002) Efficiency, Reliability, Fulfillment, Privacy, Responsiveness, Compensation, Contact Barnes and Vidgen (2002) Usability, Information, Service interaction (continued)
